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English Abstract 

A system and method for advertising wherein a communication (1) from a 
sending party (5) to a receiving party (6) includes one or more 
advertisements (4). Such a communication could include one or more of an 
email, a voice mail, a voice communication (i.e. a telephone call or 
internet based telephony communication) , a facsimile message, a pager 
message, or any other suitable electronic communication. In a preferred 
embodiment, the communica tion is a n 

to a receiving party (6), 
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French Abstract 

L 1 invention se rapporte a un systeme et a un procede publicitaires , ledit 
procede consistant a inclure un ou plusieurs messages publicitaires (4) 
dans une communication (1) entre une partie emettrice (5) et une partie 
destinataire (6). Une telle communication peut etre constituee d'un ou de 
plusieurs elements tels qu f un message electronique, un message vocal, une 
communication vocale (c'est a dire un appel telephonique ou une 
communication telephonique par Internet), un message de telecopie, un 
message papier ou toute autre communication electronique adaptee. Dans 
une realisation preferee, la communication est un message electronique 
envoye par une partie emettrice (5) a une partie destinataire (6), ledit 



message electronique contenant un message publicitaire pour un produit ou 
un service utilise par la partie emettrice (5) . Un tel message 
publicitaire peut comporter un "temoignage" de la partie emettrice (5) 
dont la credibilite est etablie aupres de la partie destinataire (6) . 

Legal Status (Type, Date, Text) 

Publication 20000921 Al With international search report. 

Publication 20000921 Al Before the expiration of the time limit for 

amending the claims and to be republished in the 
event of the receipt of amendments. 

Examination 20001214 Request for preliminary examination prior to end of 

19th month from priority date 

Detailed Description 

A METHOD OF EMBEDDING ADVERTISEMENTS 
IN COMMUNICATION 

The present invention is directed to a system and method of 
interactive advertising, and more particularly to a system and method of 
generating an interactive advertisement, coupon or any other like 
message, 

embedding and transmitting the same, and updating the interactive 
advertisement when warranted . The ^xesent^— irnvent±ori~i~s~dl^^ a 



BACKGROUND OF THE INVENTION 

Advertising is an essential element of any successful business 
enterprise. Without having the consumer learn about a producer's or 
manufacturer's product or service, the consumer will not know of that 
product or service and will therefore not be prone to buying, 
subscribing, 

renting, leasing and/or obtaining that product or service. Furthermore, 
where a number of various competing products exist, it is important to 
obtain product differentiation in order to achieve a large market share. 
Typically, advertising is accomplished via broadcasting, whether it be 
a television or radio commercial, billboard, magazine, newspaper, or more 
recently Internet based advertisement. That is, an advertiser places a 
single advertisement in a particular media and hopes that those people 
who might be most interested will see and be influenced by that 
advertisement . 

Unfortunately, this strategy can be wasteful since only a very small 
fraction 

of the people who will view or hear the advertisement will ever have any 
intention of acting on the information provided therein. In this regard, 
1 

millions of dollars are spent by advertisers in order to place 
advertisements 

in media pertaining to a demographic that corresponds to the product or 
service being advertised. 

Furthermore, as most people understand, advertisements are usually 
produced by advertisement agencies and people have become increasingly 
skeptical of any claims made in connection with a particular product_pr 
service ._^^ps^ym^^ are used in order to] 





rvTce^f 



is advantageous from other competing products or services. Such 
testimonials, however, have been overused and are of decreasing 
significance in actually persuading consumers to purchase a product or 
service . 

Further still, due to the fast pace of certain markets, particularly the 
computer, Internet and data processing fields, by the time an 
advertisement 

is prepared by an advertisement agency, and thereafter printed in a 
publication the advertisement may no longer be intriguing or "eye 
catching. " 

To overcome some of the above deficiencies, advertisers have resorted 
to the Internet and the ever expanding user base thereof. Typically, 
Internet based advertisements will be in the form of a "banner, " which is 
a graphic image displayed on a web browser of a person accessing the 
Internet. This 

"banner" may be animated and will include a message to a visitor of the 
Internet site generally encouraging the user to "click" the banner and 
thus access another site for more detailed information on the product or 
service 

being advertised. While such advertisements can be quickly and cheaply 
generated, they still suffer from many of the deficiencies of traditional 
advertisers; namely difficulties in targeting desired audiences and low 
effectiveness. 
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Conventional advertisements, however, including internet 
"banner" advertisements are often transitory and are lost or forgotten 
after being viewed by a potential purchaser. Even if a user revisits an 
Internet site, the advertisement previously displayed is often replaced 
by another, different 

advertisement since such sites routinely change or rotate the displayed 
advertisement. Similarly, many broadcast advertisements are lost after 
being 

viewed by the consumer and thus the consumer can no longer locate 
advertisement related information in the event they later decide to 
purchase the advertised product or service. 

Another Internet based approach has been developed in order to more 
accurately target possible consumers. This approach operates in 
connection with one of the many Internet based search engines, such as 
that found at www.metacrawler.com, www.lycos.com, or www.altavista.com 
for example. 

When a user queries the search engine, context sensitive advertisements 
are displayed together with the users search results. Thus, if the user 
queries on 

"Hawaii travel, " for example, his search results will include banner 
advertisements for travel related services. While such advertisements are 
more directly targeted, they reach a relatively smaller audience than do 
broadcast advertisements. 

With the recent almost universal acceptance of electronic mail (e 
mail), advertisers have also begun to use unsolicited commercial e-mail 
(UCE) , commonly referred to as SPAM, to advertise their products and 
services. UCE, however, is often viewed -with disgust by recipients since 
it is viewed as invading the user's privacy, clutters their computer 
system, and may adversely affect the operation thereof. As such, most 



users delete such 

messages without reading them, and those that do read them often form 
unfavorable opinions of the products and services offered due to their 
3 

negative impressions of the form of delivery and the interruption. 

Therefore, many advertisers avoid the use of UCE in fear that the image 
of their product or service will in fact be harmed. 
Other forms of advertising are continuing to become more prevalent 
as advertisers look for betterways to reach consumers. Once such 
advertisement is found in voice communications made using a standard 
public switched telephone system. When placing a long distance call, for 
example, a short recording is played to the originator to indicate the 
brand of long distance service being used. As a further example, when a 
user contacts an operator or directory assistance, a recording indicates 
to the user the name 

of the telephone company that the user is connected with. While this 
provides further advertisement for the companies involved, such recording 
is only evident to the person initiating the communication, who often 
already subscribes to or uses the service being advertised. Therefore, 
while such advertisement may be useful to maintain brand loyalty, it is 
ineffective to recruit new customers to the companies product or service. 

It is clear that a need exists for a new system and method for 
advertising that overcomes the above deficiencies by providing a system 
and 

method that delivers advertisements to consumers in a useful, valuable, 
meaningful, locally stored and interactive fashion. 

SUMMARY OF THE INVENTION 

In view of the above, it is an ob'ect of the present invention to 
provide a system and method of advertisement that overcomes the 
deficiencies of traditional advertising systems and methods. 

It is a further object of the present invention to provide an advertising 
system and method in which a communication directed from a first party to 
4 

a second party includes an advertisement that is received by the second 
party. 

It is another object of the present invention to provide an advertising 
system and method in which a point-to-point communication includes an 
advertisement . 

It is yet a further object of the present invention to provide such an 
advertising system and method in which the point-to-point communication 
is a private communication between a first sending party and a second 
receiving party. 

It is a still further object of the present invention to provide such an 
advertising system and method in which the private communication is one 
of an electronic mail, a facsimile transmission, a telephone message, a 
pager message, or a video message. 

It is another ob f ect of the present invention to provide a system and 
method for advertising wherein an electronic communication automatically 
includes an advertisement embedded therein. 



It is a further ob'ect of the present invention to provide such an 
advertising system and method wherein a data processing system (including 
a advertisement therein. 

It is a still further object of the present invention to provide such an 
advertising system and method in which the product or service being 
advertised is operated or used in conjunction with the data processing 
system originating the message that includes the advertisement. 

It is another ob f ect of the present invention to provide such an 
advertising system and method in which a product being advertised is a 
5 

peripheral device connected with the data processing system originating 
the message. 

It is another object of the present invention to provide such an 
advertising system and method in which the product being advertised is a 
^^±tTO're~~pro"grain operating on the data processing device originating the 
itte^sa g e~r~ 

It is a still further object of the present invention to provide such an 
advertising system and method in which the data processing device 
accesses an external server, such as an Internet based server, to obtain 
fresh and/or current advertising information to include in the originated 
message . 

It is yet another ob'ect of the present invention to provide such an 
advertising system and method in which the advertisement is transmitted 
from all communications originating from the data processing device for a 
predetermined period of time, afterwhich the advertisements are no longer 
sent . 

It is still another object of the present invention to provide such an 
advertising system and method in which a user of the data processing 
system is provided with an option to advertise a product upon 
installation of that product on the data processing system. 

It is yet another ob'ect of the present invention to provide such an 
advertising system and method in which a user of the data processing 
system 

receives a benefit in exchange for her commitment to advertise a product 
used in connection with the data processing system. 

It is yet another oboect of the present invention to provide such an 
advertising system and method in which the user of the data processing 
Fs^yst enr r #c eives at least one of r emu n e r a ifioh^ tree products of~ser vices , 
pt 'enjia j^fijex^ for his commitment to include— 

/ad ve "rtTs^kent-s^ 



m " communications originated from, or initiated_b_v_, tha_t_datajp recessing-, 



device , 

It is yet another object of the present invention to provide an 



^advertising system and method in w hi.ch_an_endp. rsement of a product 
\£ r |feTv?ce w Ts L ' included in^th e advertisement?^ 



It is a still further object of the present invention to provide such a 
system and method for advertising wherein a recipi ent of ari_elect ronic 
communication including an embe.dded adventlaemen t fts mad ^^^e^ j:ha .tl±.h.e. J 
g.eHd.ef ( or ch'aaT i~of-^eTide^s4 ^^ / 



fotherwi se advocatVs^fre^p^ 



I t_is ano t her object of the _p j3.s_e.n_t . inventio nto provide such an 

^vert3^i_ng_^ystem aj^^me.thod. wherein an endorsement foT~"t'he~p 

produj^tf^r 5 ~ 



'service rs~fxom^-^er-son~txust"e"d"by the recipient of^The ~advertisemen^ , 



STiereb'ft^ftcW^i^^^ acTver t i sement? 

It is yet another object of the present invention to provide such an 

a<dve r tisl rig syslfenPand method wherein an~ endorsement for the 
product or ~ ~ ^ 

service is~^fo'm ~a~ch"aln oT ^ recipient of~the^ 

jfoV frHrTO lseme fijb . 

It is a still further ob'ect of the present invention to provide an 
advertising system and method wherein advertisements are accumulated in 
d a plurality of recipients. 

communications between a sending party an 1 

It is another ob'ect of the present invention to provide such a system 
wherein each successive communication includes only advertisements that 
are common to all partie_3_iia_ve_2^ceived and forward the message, thus 
strengthening the ^^sjtimonra'l effectiveness of the advertisement. 

It is a still further ob'ect of the present invention to provide an 
advertisement system and method that conveniently and efficiently 
delivers a 
7 

coupon to a consumer that can used to obtain discounted or free products 
or services. 



It is another object of the present invention to provide such a system 
wherein the coupon is electronically delivered to a consumer and is 
printed by the consumer for later redemption. 

It is a still further object to provide such a system and method 
wherein a virtual coupon is generated that may be electronically redeemed 
by the recipient of the coupon for discounted or free products or 
services . 



It is another object of the present invention to provide such a system 
and method wherein4a coupon decreases in value over time once received by 
a recipient until it either expires or is redeemed by the recipient. 
It is yet a still further obeect of the present invention to provide such 
a 

system and method wherein a coupon increases or changes in value over 
time once received by a recipient until it either expires or is redeemed 
by the recipient. 

It is yet a further object of the present invention to provide an 
£&vertising system and method in which advertisements are more 
specifically directed to consumers that are likely to purchase the 
product or service being advertised. 



It is an object of the present inventign_to_ provi.de such an adverti sing 
system and method in which j ^dverTisements are directed to friends andy 
a'c^qu^riii1raTi'c'e's~o"f a consumer th"a"t'*g^ ^jTe^ e'd~t'o use tffie" product^ or 
jlffWgg' i Bg^^ such" pfmucfTTSf 

service . 



It is yet another ob ? ect of the present invention to provide a system 
and method for advertising in which recipients of the advertisement are 
given an option of further advertising the product or service, and 
optionally receiving a benefit in response to their agreement to do so. 
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It is a further object of the present invention to provide such a system 
wherein such advertising is automatically included in subsequent 
communications initiated by such recipients. 

It is a still ob f ect of the present invention to provide such an 
advertising system and method in which a multi-level marketing type 
system 

is implemented wherein an original advertiser of a product or service is 
compensated not only for advertisements he originates, but also for 
advertisements originated by parties who have agreed to become 
advertisers in response to a communication from that original advertiser. 

Is a further object of the present invention to provide a system and 
method for advertising -wherein a recipient of an advertisement for a 
product or service is provided an opportunity to further advertise that 
product or service. 

It is another object of the present invention to provide such a system 
and method wherein the recipient electing to further advertise the 
product 

or service is compensated for doing so, such compensation including 
free products or services, or enhanced services. 

remuneration, 

It is still another object of the present invention to provide such an 
advertising system and method in which a communication that is sent by a 
first sending party, is intercepted by a third advertising party, an 
advertisement there being embedded in the communication, and is 
thereafter sent to a second receiving party. 

It is another object of the present invention to provide a system and 
method for advertising wherein advertisements are more specifically 
targeted to a desired market audience. 

It is a further obeect of the present invention to provide such a system 
and method wherein advertisements are embedded within communications 
9 

Sfbm a "f I r s t pa rTy~t~o~a~m~a^k"et~aud^^ n 
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It is a still further object of the present invention to provide such a 
system wherein a personal relationship between a sending party and a 
receiving party strengthens the advertisement and reduces the likelihood 
of the receiving party forming a negative impression of the advertised 
product or service. 



It is yet another object of the present invention to provide an 
advertisement that can be quickly and easily found by a consumer at a 
later time, if desired. 



It is a further object to provide such a system wherein an electronic 
record of the advertisements received by a consumer can be automatically 
searched to locate such a desired advertisement. 

These and other ob'ects of the invention are achieved by providing a 
system and method for advertising wherein a communication from a sending 
party to a receiving party includes one or more advertisements. Such 
communication could include one or more of an email, a voice mail, a 
voice 

communication (i.e. a telephone call or internet based telephony 
communication) , a facsimile message, a pager message, a video message, or 
any other suitable electronic communication. 

In one preferred embodiment, the communication is an email sent 
from a sending party to a receiving party, the email including an 
advertisement for a ^ Product or service used by the send ing party. Such 
adverti semen t ^gutyi^clude a " testimonial " trom the senc3Tn'g~-j 
garfyp Who *jp ~ " ~ ■ — ' 

fcr edTbi I il;y^irs~e~sTabri^^^ receiving party\ In a ~pre"f "e'rred 

emBMiment"; th"e"~a"d v err ti~s~e"me ff t~~i cOTra"be~f cTr"~a~s"o f t wa~re p r o g r anTin's tailed 
and operated on a computer system used by the sending party. The 
10 

advertisement is included in the email message of the sending party as a 
result of an election made by the sending party during installation of 
the software program. 

BRIEF DESCRIPTION OF THE DRAWINGS 

The present invention will be more fully understood upon reading the 
following Detailed Description in conjunction with the accompanying 
figures, in -which reference numerals are used consistently to indicate 
like elements, and in which. 

Fig. 1 shows an e-mail message including an advertising area in 
accordance with one preferred embodiment of the present invention. 

Fig. 2 depicts a flow diagram showing a setup procedure in accordance 
with the present invention. 

Fig. 3 illustrates a typical facsimile cover page including an 
advertisement in accordance with the present invention. 

Fig. 4 illustrates a flowchart illustrating one method by which a third 
party advertising server embeds an advertisement in a communication in 
accordance with the present invention. 

DETAILED DESCRIPTION OF THE INVENTION 

The present invention will now be described with reference to the 
figures. Figure 1 depicts an e-inall message 1 in accordance with one 
preferred embodiment of the present invention. E-mail message 1 shown in 
Figure 1 will generally be an intended communication from a sender to a 
recipient. That is, e-mail message 1 will not be UCE or SPAM that is 
typically broadcast to a very large number of recipients. Rather, e-mail 
message 1 will intentionally be generated by a sender, forwarded by that 
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sender to the recipient, and will in the most preferred embodiment 
include a personal or business related message wholly separate from any 
advertisement contained therein. 

In Figure 1, email message 1 is originated by sender 5 and intended for 
recipient 6. E-mail message 1 also can include the conventional "date 
sent," (not shown), "subject" 7 and other header information, as well as 
an area 2 for the substance (body) of the e-mail message, such as a 
personal greeting or business related information. Additionally, there 
may also be a signature area 3 wherein the originating e-mail client 
automatically adds a signature to each e-mail sent. Signatures typically 
include the e-mail sender's name and 

address, although any preset relatively small amount of text can be 
implemented as a signature. 

In accordance with the present invention, in addition to the 
conventional aspects of e-mail message 1, there is provided an 
advertisement 

area 4. While shown below the signature area 3 in Figure 1, the 
advertisement area 4 can be positioned anywhere in the e-mail message 1, 
including before, or for effect, even interspersed with, the header 
information or within area 2 of the e-mall message 1. Also, in accordance 
with one preferred embodiment of the present invention advertisement area 
4 is in fact part of the e-mail signature appearing in signature area 3. 

Furthermore, the advertisement contained in advertisement area 4 could be 
any suitable advertisement including an animated display (i.e. banner, 
icon, sprite) or could include a novelty or game that is designed to 
attract the attention of the recipient. Thus, as will be understood, the 
present invention is not directed to the specific form and content of the 
advertisement. In one 

preferred embodiment, the advertisement includes a hyperlink to another 
resource of information, such a link to the world wide web as shown in 
12 

Figure 1. Thus, if a recipient desires more information on the advertised 
product or service he can visit the linked site for more information. 
Also, if the recipient -wishes to join the group of advertisers (thus 
creating or joining a "multi-level" advertising hierarchy), he may visit 
the linked data source to complete such process. 

Furthermore, the advertisement could be tailored to the demographic 
of the recipient. That is, the advertisement could be in a native 
language of 

the recipient. As another example, the advertisement could be for one 
product if the recipient is in a first geographic region while it could 
be for a 

second product if the recipient is in a second geographic region. The 
information on the recipient could be determined from the recipient's 
email or IP address, as well as from a user profile provided through, for 
example, an Internet portal. Furthermore, the known psychology of 
advertising (i.e. 

gender stereotyping, age targeting, income targeting, etc.) can be 
employed by accessing suitable information from an available user 
profile . 



The included advertisement could be a coupon (redeemable physically 
or electronically) that provides reduced or free services or products. 

Furthermore, in accordance with the present invention, such coupon could 
be a diminishing value -with time. That is, if redeemed within 2 days, 
for example, of receipt, the coupon could have full value, whereas it may 
only have 50% of its value if redeemed after this period. Thus, the 
advertisement in accordance with the present invention encourages a 
recipient to quickly 

act on the advertisement received. Furthermore, conversely, the coupon 
could increase in value over time until such time as a number of products 
or 

services have been redeemed, thus allowing a seller of such products or 
services to gradually increase the enticement to consumers until such 
time as his inventory is diminished. 
13 

Also, the coupon could merely change its attributes (i.e. value, 
redemption method or location, etc.) periodically in order to cause 
people to continually revisit the advertisement to see if they could 
receive a further discount. Thus, for example, the coupon could 
originally offer the recipient 

a 10% discount. The recipient, however, may wish to purchase the 
advertised product or service only if offered a 20% discount. Thus, the 
recipient could be encouraged to periodically recheck the 
advertisement /coupon to see if the coupon value is acceptable to the 
recipient, thus increasing exposure to the advertisement. 

Advertisement area 4 displays an advertisement to a recipient of the e 
mail message shown in Figure 1. That message, unlike UCE or SPAM, will 
have originated from a sender and be intended for receipt by one, or a 
predetermined number, of recipients. Also, as described above, since the 
e ' I m;ers^sBge^i~rrcD'de-s a" peTS'o'nal or T3u"sl"rte~ss rela"fe d mes sage ,_ it wp ll 
genera Tfy ~ " " ~ 

mal 1 

receive personal attention from the recipient, who will, in the process, 
be exposed to advertisement 4. Furthermore, the origination of e-mail 
message 

1 from the sender, who will often be personally known by the recipient, 
lends credibility to the advertisement. The recipient will view the 
inclusion 

s__a.dy.er t i s erne nt as a testimonial by the sender, wh~o~se~udgment--t-he 
recipient may respect and v^lueT " " ~~ ^ 

In a more preferred embodiment of the present invention, the 
advertisement is related to particular software or hardware that is being 
used 

by the data processing system from which the e-mail message 1 was 
generated. When the software or hardware is installed, the installation 
program will offer to the user of the system an option to become an 
advertiser for that soft-ware or hardware. If the user accepts, the 
installation program, will make appropriate modifications to the user's 
computer system 
14 

so that appropriate advertisements are sent with electronic 
communications originating from that computer system in the manner herein 
described. 



Figure 2 depicts a flow diagram of how an advertisement for, for 
example, a newly-installed mouse would be enabled and placed in 
advertisement area 4 of e-mail message 1 in accordance with a preferred 
embodiment of the present invention. As with any new peripheral hardware 
equipment purchase, the mouse would first be physically connected to the 
data processing system or computer at step 200. Then at step 210, 
software related to the mouse is installed on the computer system to 
which the mouse 

has been connected. Such software typically includes drivers and/or any 
additional software that might be desirable or necessary for the mouse to 
function properly with the computer. 

Then 5 in accordance with the present invention, the setup procedure 
for the mouse would proceed to step 220, which is a preset "switch" by 
the manufacturer that determines whether the setup procedure will 
conclude at that point, i.e. proceed directly to step 240, or whether the 
setup procedure 

will continue to step 230 in accordance -with the present invention. Of 
course, step 220 is not necessary for the preferred embodiment in that 
the option to advertise could be included in all installation programs 
and not software "selectable" as in the most preferred embodiment. At 
step 230, the user is prompted as to whether he would like to participate 
as an advertiser of the mouse product that is being installed. If the 
user does not 'Want to participate, the setup procedure moves to step 240 
where it concludes and exits, thereby completing the mouse installation. 
In this instance, the setup 

routine performs the same functions as existing setup routines -with no 
further modifications or changes to the user's computer system. 

15 ^ r ^ 

On the other hand, ^|I^|TC user _de ci.de s to be^ome^an advertiser, I . e . ~y 



participate, then at step 250 the mouse setup procedure queries the 
computer system to determine the type, and/or version of e-mail client 
that is being used on that particular platform. Based on the results of 
the query in step 

250, the setup procedure properly links or correlates a particular 
advertisement ferably associated with the mouse product or 
, pre I I 

manufacturer with e-mail generation and transmission. In one embodiment 
of the present invention, the setup procedure merely includes a textual 
advertisement in the default signature area of the e-mail client. That 
is, the setup program modifies the existing default signature for the 
e-mail client to include a suitable advertisement. In the event that the 
user already includes a signature having, for example, his name and 
address, then such advertisement information. 

For example, if the user operates Pegasus Mail as an e-mail client, the 
setup procedure will locate a file having a PMS extension, such as 
LOCALS I GYMS or INETSIGYMS, which are standard DOS based text 
files. If these files do not exist, the setup program will create them, 
including a suitable advertisement. If these signature files do exist, 
the setup procedure will then add a suitable advertisement to the file. A 
similar procedure can be used for other e-mail clients. For example, the 
Eudora e-mail client includes a text file named DEFAULT . TXT that stores 
the default signature for that e'l client and similar modification could 
be made thereto. 



ma d 1 1 — 

embedded advertisement c_O JLil.cLincliide~a testimonial try the user. 

That is, the advertisement could be worded in the first person as if it 
is a statement of the user himself, thus ^endi^ig—credrbirityj to the 
advertisement. " 



For example, the advertisement could read "I only use the best pointing 
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be4ieyes in th e^advex tised^product— or— s.eryXce_ancLJ bhus receives_a_very7 
rjQsXti^e_^pjjnJ : on_ thereof^} 

While the preferred embodiment discussed above is directed to a 
hardware component, namely a mouse, the present invention is applicable 
to 

any software or hardware device. In accordance with a further preferred 
embodiment of the present invention, an advertisement for a software 
program is embedded in the e-mail communication. With widespread 
adoption of the Internet, software distribution is increasingly becoming 
electronic, with users visiting a world wide web (WWW) site to purchase 
and 

download software. In many instances, such software is distributed as 
llshareware" where a user may try the software for a specified time prior 
to deciding whether to purchase the software. In such instances, the 
installation 

program of the software could easily be modified to embody the present 
invention to advertise the software. Furthermore, such advertisement 
could 

include reference (or link) to the WWW site where others who receive the 
advertisement could download the same software. With many e-mail clients, 
such a link can be directly accessed by clicking on the advertisement 
itself and the user's computer system will execute a web browser 
application and load the desired page. 

Once the proper linking processes have been completed, the setup 
procedure proceeds to step 260 where an internal timer or counter may be 
set. Specifically, it might be decided by the mouse manufacturer, for 
example, that it would be impractical or undesirable from a marketing 
point 

of view to be advertising a particular mouse perhaps many years from the 
time of original installation, as products, company image and the like 
might 
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change over the years and the original advertisement associated with the 
mouse might no longer be suitable in the overall marketing strategy of 
the company. Accordingly, the setup software preferably includes a timer 
that is preferably keyed off of the internal clock of the computer system 
or includes a counter that counts how many times the advertisement has 
been sent. The counter can be a count-up or count-down counter. Thus, 
after a certain date 

or after a predetermined number of times that the advertisement has been 
associated with and sent by the e-mall system, the advertisement will 
cease to be embedded in and transmitted along with any e-mail. 
After the timer or counter has been set, i.e., enabled, the setup 
procedure proceeds to step 270 where it concludes and exits. The mouse 



can now be used in a conventional manner. 



One important aspect of the present invention is that the 
advertisement, once linked to the e-mail system, for example, becomes a 
hands-off or seamless attribute from the point of view of the e-mail 
user. 

That is, like a signature of an e-mail message that a user need set only 
once, the advertisement associated with the mouse, for example, is 
enabled once 

and thereafter forgotten (by the user) . Meanwhile, however, that 
advertisement is embedded and sent along with all e-mails that are sent 
by the user. 

In accordance with this preferred embodiment, one advantage to the 
advertising method of the present invention is that advertisement is 
generated by people that are actually using the equipment being 
advertised. 

Specifically, in the case of the mouse or mouse company advertisement 
discussed above, the recipient of the advertisement will know that the 
s endej^jDf_^ s is 

^ Sn i-f icarr^s,ijgce-^-te3^imonia3r — t-yp es-e-f— a d-v e-r-kl-s-i-n q— a.r.e^,o.f jb. en t h e f b e s t 



that a company can obtain. In accordance with the present invention, 
therefore, it is possible for a company to obtain a significant marketing 
advantage . 

Perhaps even more significant is that the advertisement in accordance 
with the present invention is not potentially wasteful as conventional 
broadcast-type advertising might be. The advertisement method of the 
present invention is point-to-point, not broadcast. In other words, each 
advertisement is sent to one or perhaps a limited number of people, those 
people being the direct recipients of the e-mail messages. And, perhaps 
even more important, it is quite probable that those recipients are 
precisely the audience (or clique) that the company that is advertising 
wants to target . 

Also of significance is the fact that such advertising in accordance with 
this preferred embodiment of the present invention has little or no cost 
to the advertiser. Where a broadcast television advertisement that 
reaches 2 million people may cost hundreds of thousands of dollars, an 
advertisement in accordance with the present invention could be free. In 
many instances, 

however, advertisers may wish to entice or encourage users to choose to 
participate as an advertiser. In such instances, the company that wishes 
to advertise may provide discounted or reduced hardware or software 
prices to 

those that accept the offer to advertise. For example, where the 
advertisement is for a shareware software program, agreement to advertise 
could result in a reduced or zero cost for registration of that program. 

Furthermore, scaled reductions could be offered based on the volume of 
advertisements that are sent by the user. That is, if the user sends 50 
unique e-mall messages, they could then be entitled to a reduced 
registration fee whereas if they send 100 such messages, they may receive 
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registration at no cost. 
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In another preferred embodiment of the present invention, instead of 
the advertisement being included directly in a setup software routine for 
a piece of hardware or software, the advertisement is accessed via the 
Internet . 

Specifically, referring again to Figure 2, after accepting the offer to 
participate as an advertiser at step 230, the setup procedure includes a 
step 

235 that accesses an advertisement server over the Internet. That server 
contains the latest or most updated advertisement that the company that 
is 

advertising wishes to present to the public. In accordance with this 
embodiment of the present invention, the advertisement can be dynamic, in 
that the advertisement can change periodically so that not every 
advertisement is the same, even for the same product. Furthermore, the 
advertisement could change based on geographic area, language, or the 
like. 

This embodiment of the present invention might also be more preferable as 
software, especially, becomes more available directly over the Internet, 
rather than on a CD ROM or floppy diskette, for instance as discussed 
above . 

In accordance with yet another embodiment of the present invention, 
rather than providing a direct price discount on a particular product or 
service, a multi-level marketing system can easily be created. 
Preliminarily, while the present invention has been described thus far in 
connection with advertising a newly-attached product, the advertisement 
associated with the 

e-mail communication need not be correlated necessarily with the company 
that manufactures or sells that product. Rather, the advertisement 
embedded in the e-mail communication can be for any product or service. 
In the most 

preferred embodiment, the user of the present invention would be able to 
preview the advertisement to ensure that it is acceptable. 
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An airline frequent flyer program is one example of an 

implementation of the present embodiment. Airline frequent flyer programs 
are increasingly popular. These programs are made available primarily to 
promote the particular airline and have people buy tickets on that 
airline . 

Presently, under certain implementations of such programs, "miles" can be 
earned by using certain long distance telephone companies or by using 
certain credit cards. The present invention provides an even greater 
opportunity for an airline to promote itself. 

Specifically, a user that has agreed to participate as an advertiser 
would earn, " for example, one mile for each e-mail that was sent that 
included the 

d include an invitation to 

airline's advertisement. Such advertisement coul 1 

the recipient to become an advertiser himself. If a recipient of that 
e-mail himself wanted to be an advertiser as a result of receiving the 



e-mail, he could sign-up directly via the Internet, for example, to also 
become an advertiser and indicate, automatically, or manually, that this 
request to participate as an advertiser resulted from receiving the 
original e-mail. Once that recipient 

becomes an advertiser, for each e-mail that he sends with an embedded 
advertisement therein he would earn one mile. Additionally, the original 
advertiser would earn, for example, 1/4 mile for each embedded 
advertisement sent by the first recipient. In this way, the original 
advertiser quickly earns "miles" without even further sending out any 
additional e-mail messages with embedded advertisements therein. 

Of course, security considerations (i.e. encryption, etc.) will be used 
in 

connection with this system to maintain and ensure the integrity of the 
awards to each individual participating in the multi-level marketing 
program. 

For example, well known public key cryptography techniques can be used to 
authenticate a message received from a party and to allocate credit to 
that 
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partywith little or no fear of fraud. Furthermore, were subsequent 
parties elect to become advertisers (thus implementing a "multi-level" 
advertising system) , they can each be assigned a suitable digital 
certificate to ensure the integrity of their communications. 

The present invention has been described thus far in connection with 
e-mail messages only. However, the present invention can be implemented 
with virtually any form of communication from a sender to a recipient . 
The present invention is applicable with facsimile transmissions, 
voice-over-IP services, voice mail, video teleconferencing as well as 
animated presentations, advertisements, and/or coupons (including virtual 
coupons) . 

As will be readily apparent from the above discussions, an 
advertisement for a facsimile communication could be textual, or 
graphical . 

In one preferred embodiment, the advertisement is included on a default 
cover page that is sent with every communication originated by a user of 
a specific computer system. That is, with the capabilities of modern 
modems to send and receive facsimile communications, many users generate 
and send facsimiles directly from their computers -without ever printing 
a hard copy. 

In such instances, a computer generated cover page is often sent. In 
accordance -with this embodiment of the present invention, a default 
cover page is generated or modified to include an advertisement during 
installation of a software or hardware device. 

Figure 3 illustrates one such example. In Figure 3, a typical facsimile 
cover page is shown generally at 300. The cover page includes space for 
entering recipient, sender, date and subject information, shown generally 
at 310, as well as a message portion 320 that would include a message 
from the 

sender to the recipient. In accordance with the present invention, an 
advertisement 330 is included on the cover page. Advertisement 330 is 
22 



illustrated as including both textual and graphical information, but 
could be limited to one or the other as readily understood by those of 
skill in the art. 

Furthermore, Eo!^eTtl^^ent^330co^i ld include a testimonia l from the j 
user, similartc^Tttat "of advertisement 4 shown in Figure 1. 

For facsimile and video teleconferencing formats, a graphic and/or a 
relatively small amount of text can be superimposed over a portion of the 
viewable message. And, as the speed of the Internet increases, graphical 
animation advertisements can also be implemented. Thus, an advertisement 
could take the form of an advertisement that might already be running on 
the television and that advertisement could then be re-transmitted on a 
point-to-point basis to maximize the use of that television 
advertisement . 

Graphical advertisements can also be in the form of animation such a 
cartoon character that includes movement and/or sound. 

In voice or aural formats, every telephone call, for example, initiated 
by a user -who has agreed to participate as an advertiser is introduced 
by a 

relatively quick voice announcement or advertisement either about the 
telephone service, or even an unrelated service or product. For example, 
upon answering a telephone call, a recipient would receive a brief, 
audible indication of the long distance service used by the caller to 
place the call. 

Thereafter, the connection would be established to allow the parties to 
communicate. Again, for agreeing to advertise such service or product, 
the party initiating the telephone call may receive a discount to thus 
'ustify the 

inconvenience of the advertisement and possible irritation of the party 
receiving the call. Of course, the party initiating the call could 
temporarily 

"block" the advertisement by dialing a predetermined code, to prevent 
important calls from being stigmatized by the presence of the 
advertisement . 

In such case, however, the caller may not receive the discount from the 
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service provider, unless other conditions (i.e. monthly usage, time 
restrictions, etc.) are satisfied. 

Furthermore, when leaving a voice message on a voice mail system, 
the calling party could be greeted with an greeting message including an 
advertisement by the called party. Thus, if the party -wishes to leave a 
voice message, he must first listen to a short statement from the party 
he called 

concerning a product or service. Again, the called party may receive a 
benefit, such as free voice messaging services, in exchange for his 
agreement to advertise. In such case, the voice messaging service could 
automatically append such advertisement to the voice greeting recorded by 
the user of the service and could vary such advertisement as necessary. 
Such service would be transparent to the user of the voice messaging 
service since only those calling hirnwould receive the advertisements. 



Conversely, prior or subsequent to leaving a voice message, a calling 



party could record a brief advertisement on the voice messaging system of 
the called party. In such case, the telephone system of the calling party 
could 

be programmed to transmit a short audible advertisement upon 
establishment of a connection with a remote location, similar to that 
described above. 

In still another embodiment of the present invention, after a user 
accepts the offer to participate as an advertiser no particular 
advertisement is, at that time, associated with any particular 
communication. Instead, the setup routine merely establishes a path-way 
to a third party Internet server. 

All communications flowing from the participating advertiser first pass 
through the third party server -whereupon the appropriate advertisement 
is associated -with the communication and the communication is thereafter 
sent 

to its originally-intended destination. One implementation with e-mail 
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would be to replace the originally-intended recipient's e-mail address 
with the e-mail address of the third party. Then, once the advertisement 
has been embedded in the original e-mail message, the third partywould 
re-address the original e-mail to the originally-intended recipient and 
send the message such that the originally intended recipient would never 
know that any "detour" has taken place. Preferably, no substantial delay 
to the e-mail transmission 
if 

elected to become an "advertiser, creates an extended header field 
including the recipient information entered by the user and inserts this 
field into the email message. Typically, such process is transparent to 
the user. In block 420, the e-mail client next replaces the recipient 
entered by the user with a 

third party server address, thus causing the e-mail message and extended 
header information to be forwarded to that third party server. In block 
430, the message is "sent" or forwarded electronically using an data 
transmission system, to the third party advertising server. In block 440, 
upon receipt by 

the advertising server, the message is reformatted to include an 
advertisement, to remove the extended header information, and to redirect 
the message to the intended recipient as indicated in the extended header 
information. In block 450, the message, including the embedded 
advertisement, is retransmitted for ultimate delivery to the intended 
recipient . 

As will be readily understood, the embodiment described in Figure 4 
is particularly advantageous in that the advertisement included by the 
third party advertising server can be changed or updated over time as 
necessary in order to advertise new products or as a result in a change 
in advertising philosophy by the advertiser. Thus, considerable 
flexibility is obtained using this embodiment of the invention. 

The present invention has been described in terms of presently 
preferred embodiments so that an understanding of the present invention 
can be conveyed. The present invention should therefore not be seen as 
limited to the particular embodiments described herein. Rather, all 
modification, variations, or equivalent arrangements that are within the 
scope of the attached claims should be considered to be within the scope 
of the invention. 



Claim 

1 A method of transmitting an advertisement from a sending party 
to a receiving party comprising the steps of: 

initiating a communication from a data processing system associated 
with the sending party; 

associating a preselected advertisement with said communication; and 
transmitting said communication with said preselected advertisement 
embedded therein to the recipient. 

2 The method of claim 1, further comprising the steps of: 
offering to the sender an option of becoming an advertiser; and 
enabling, if the offer is accepted, a procedure within said data 
processing system by which said preselected advertisement is associated 
with the communication. 

3 The method of claim 1, wherein the advertisement is associated 
with at least one of software or hardware operable with the data 
processing system. 

4 The method of claim 1, wherein the communication is at least one 
of e-mail, facsimile, voice-over-IP, voice-over-Internet, voice mail, 
video mail, 1 deo teleconferencing, and an animated presentation. 

vi 1 

5 The method of claim 1, wherein the advertisement is sent for a 
preselected time period. 
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. The method of claim 1, wherein the advertisement is sent up to a 
pre-selected number of times. 

7 The method of claim 1, wherein said preselected advertisement is 
electronically obtained from a third party data processing system. 

8 The method of claim 2, wherein the user is compensated for 
accepting the offer to become an advertiser. 

9 The method of claim 1, wherein the advertisement is at least one of 
visual and aural. 

10 The method of claim 2, wherein the advertisement is incorporated 
in setup software for one of software and hardware. 

1 1. The method of claim 2, wherein means for sending the 
communication comprises at least one of an e-mail client, a facsimile 
system, a voice-over-IP system, a voice-over-Internet system, a voice 
mail system, a video mail client, and a video teleconferencing system. 

12 The method of claim 2, further comprising offering to a recipient 

of the communication and advertisement an option of being an advertiser. 

13 The method of claim 12, wherein said step of offering to a 
recipient of the communication and advertisement an option of being an 
advertiser includes fraud avoidance means for reducing or eliminating 
fraud associated with the transaction. 
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. The method of claim 7, wherein said preselected advertisement is 



electronically obtained from a third party data processing system using 
the Internet. 

15 The method of claim 1, wherein the advertisement is displayed to 

a recipient during a period of at least one of before, during and after 
the communication. 

16 The method of claim 1, wherein the data processing system is at 
least one of a computer and telephone. 

17 The method of claim 2, wherein the advertisement is embedded in 
the communication by a third party. 

18 The method of claim 1 wherein said preselected advertisement 
is determined at least in part by the recipient's demographic. 

19 The method of claim 18 -wherein said demographic is at least 

one of location, language, gender, age, income, and physical handicap. 

20 A method of transmitting an electronic communication including 

an advertisement from a data processing system associated -with a sending 
party to a data processing system associated with a receiving party 
comprising the steps of: 

locating a data file containing signature information on the data 
processing system associated with the sending party, said signature 
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information being appended to electronic communications originating from 
the data processing system associated with the sending party; 
modifying information stored within said signature file to include an 
advertisement; 

transmitting an electronic communication using the data processing 
system associated with the sending party to the data processing system 
associated with the recipient, said electronic communication including 
said information stored within said signature file including said 
advertisement . 

21 The method of claim 20 wherein said signature file is associated 

with an e-mail client operating on said data processing system associated 

with the sending party. 

30 



